The globalization of media industries has proceeded by a process of accumulation or sedimentation of layers or spaces that burst upon the world media stage but gradually take their place as parts, often very important parts, of complex industries such as television. One of the first ways that this process became visible, historically, was through the growth of different kinds of television to fill different spaces. To continue this theoretical reexamination, several key moments from the example of Brazilian network television are examined and theorized. It is a prominent case of a cultural industries' growth from import substitution to increasing national self-sufficiency and then to transitional and global prominence as an exporter.
In the excitement and hubris of youth and doctoral study fieldwork in the late 1970s, I argued that cultural dependency and cultural imperialism, at least in the Brazilian television industry, were being transformed, or Brazilianized. Given what I had read in graduate school by Herbert Schiller and others in terms of cultural imperialism and dependency, 2 I had expected a penetration of Brazil's media by US-style capitalism, by institutions such as advertising agencies, 3 by multinational advertisers, 4 by direct investment from US companies, 5 and by the co-optation of national elites. 6 Further, Schiller argued that both US industry and government had a desire to control media in other countries in order to create ideological support for a capitalist transformation. Looking at Latin America in the 1970s, Luis Ramiro Beltrán, a contemporary of Schiller and one of the main critics of development in Latin American communications study, thought he saw evidence of such ideological dominance. 7 Both theory and initial empirical studies predicted an overwhelming one-way flow of film, 8 news, 9 and television from the US to other countries. 10 Some went so far as to predict "Wall-to-Wall Dallas," 11 in part because US culture, genres, and production values were assumed to be overwhelmingly attractive to audiences elsewhere. The outcome most feared by political economy scholars was cultural homogenization, 12 or synchronization and loss of autonomy on the part of individual nations. 13 Yet what I had found already by the late 1970s in Brazil did not fit the holistic pattern of imperialism argued for by Schiller. Instead, I discovered a Brazilian television prime time full of local telenovelas, whose ratings showed that they were much more popular than any imported US programs. This observation led me eventually to articulate a counter-theory of the attraction of cultural proximity: that the cultural products most relevant to a local cultureeither its own or from nearby or similar cultures-would be most popular. 14 Foreign capital, at least in the television industry, had been chased out in the early 1970s, particularly since it violated the Brazilian constitution, which anticipated and prohibited such outside interference. Brazilian entrepreneurs clearly used US network models, but they also adapted them heavily.
The then proponents of cultural dependency and cultural imperialism theories were committing a mistake much like the one being made by some globalization theorists and researchers today. They overgeneralized from rapid changes in economics, economic paradigms, technology, and infrastructure to presume equivalent changes in production, content, and reception. However, my approach risked underestimating the accurate core of what political economists perceived because of the overreach of cultural imperialism theory.
In the 1970s, I did see evidence for a real trend toward the active agency of owners, administrators, producers, writers, and so forth. These Brazilian industry professionals were blending US and Brazilian economic models, administrative models, and programming ideas, thereby creating distinctive genres, like the telenovela, from a variety of sources, including US genres like the soap opera. In the 1980s, when I had a chance to do more reception-oriented research, I found a distinct preference for Brazilian programming, which was linked to a notable national impact of television in creating an imagined national community and identity. 15 However, I severely underestimated the underlying power of increasingly global capitalism, of the implantation of a mass consumer model, and of the increasing incorporation of Brazil into an integrated global economy. A key question, then, is how to resolve these tensions between what political economy tends to perceive accurately and what cultural studies tends to perceive accurately-hopefully seeing more clearly the impacts of both structure and agency in the process.
Problematizing the Global, Transnational, and National
The (over)use of the word global often tends to lead people to expect that most of the things we look at, above and below the level of the nation-state itself, are global. While macro politicaleconomic structures and technological infrastructures may have truly global impacts, many other aspects of media industry are more often constrained or structured within domains of language and culture.
The capitalist system has been steadily penetrating more and more of the world, slowly pulling even those countries that resisted it most, such as Albania, China, and the USSR, into its orbit. 16 Advertisers, ad agencies, international program sellers, US commercial networks, media equipment manufacturers, and so forth have all tended to pull media institutions around the world into a more commercial mode of operation that articulated better with global capitalism.
In Brazil, older institutions-those not so attuned to advertising as the prime base of support, less well structured as commercial networks, and less well positioned to produce commercial programming that pleased both advertisers and audiences-declined in ratings in the 1960s and '70s. The new institutions that arose, like TV Globo, were far more adept at creating a national network, 17 refining genres like telenovelas for commercial production, 18 selling advertising, 19 and, in a broad sense, helping to pull the population into a commercial economy and to cast them as consumers. Some of this transformation and adaptation took place earlier at the regional level, where both commercial broadcasting and genre ideas from the United States were already being adapted and transformed in Cuba since the 1950s.
The case of telenovelas is a key example, carrying national, regional, and transnational cultural-linguistic, and global resonance, since TV Globo has been one of the few developingcountry networks to export globally since the 1970s. 20 At one level, the expansion of global capitalism succeeded dramatically in terms of advertising global products and pulling millions of people into an upcoming economy (what are called the BRICs-Brazil, Russia, India, and China) as consumers. Observing this success, one economist pondered whether, if programming in Brazil still helped to sell soap, it mattered that the programming was Brazilian. 21 This inquiry shows both the strengths and weaknesses of political economy as an approach: it is quite right at the level of economics and the sociology of consumer society but misses the importance of culture itself. A wave of nationally oriented cultural studies in Latin America in the 1980s and 1990s showed that the cultural content of television programming mattered a great deal to individuals' understanding of cultural identity-national identity plus racial, gender, class, subcultural, and religious identities and subjectivities, as well. 22 Another wave of studies since the 1990s, heralded most prominently by Sinclair, Jacka, and Cunningham, has attended to the regional level of analysis of media industry. 23 This includes examining national networks as primary actors but also involves fleshing out levels of analysis between the local, national, and global. Similarly, others are looking at cultural-linguistic spaces such as the Anglophone, Francophone, or Lusophone, which have built on older empires that reached beyond geographic regions like Latin America. 24 To conclude, let us return to Brazil as an example. To understand the media industry there, one must examine it on multiple levels: the country's internal media regionalism, 25 the strong national media such as TV Globo, and its global media cities, Rio de Janeiro and São Paulo. 26 Transnationally, one must look at Brazil's role as exporter of programs, genres, formats, and models in the region of Latin America and its similar, even more dominant role in the Lusophone cultural-linguistic space that includes Angola, Mozambique, and Portugal. 27 An understanding of Brazil's political economic place in the global capitalist system-where it has been elevated into the ranks of up-and-coming global BRICs-is essential. 28 But so is an understanding of the cultural complexity of its racial, religious, and other mixtures in the context of the African diaspora, 29 as well as its diverse internal cultural geography of cities, distinctive state, and regions. 30 
